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Abstract 
Problem-based learning has been suggested as a useful tool to foster student-centered learning and increase student motivation.
Students of Business Administration are not familiar with Research on Consumer Behavior, its contents and techniques, since 
this subject is traditionally linked to Psychology. In order to facilitate the teaching-learning process in this subject, this paper
presents an application of problem-based learning in the context of Consumer Behavior. Results of this pilot experience are 
assessed under a qualitative and a quantitative basis. The evidence obtained allow us to conclude that this collaboration project
enable students to obtain and to process information about the subject as well as to improve their computer and linguistic skills.
© 2010 Elsevier Ltd. 
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1. Introduction 
In recent times the focus in education has moved from that of teaching to that of learning (e.g. Bates, 1995; 
Oliver & Omari, 1999). An example of the learner-centered approach is the use of problem-based learning, an 
instructional method that empowers learners to conduct research, integrate theory and practice, and apply knowledge 
and skills to develop a viable solution to a defined problem (Savery, 2006).  
The present paper aims at assessing the outcomes of a problem-based activity in a Market Research and 
Consumer Behavior course. This project is based on a multicultural, interdisciplinary and bilingual collaboration 
developed between two European universities, i.e. the University of Valencia (Spain) and the London School of 
Economics and Political Science (United Kingdom). For students at UV, the activity consists on developing a 
market research on consumer behaviour in the context of the Business Administration degree (i.e. Marketing 
Research) and the activity is developed in English, which is not the native language for most students. For LSE 
students, the activity was held in an optional course such as Spanish Language and Society, which is oriented to 
non-Spanish-speaking students, Students had to do several tasks in groups related to Business and Society 
(qualitative and quantitative research, including a survey, data collection and statistical analysis, and written 
reports). Language used by LSE students was Spanish, while UV students had to communicate in English. 
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A pinhole exhibition is proposed as a source of inspiration for multidisciplinary activities in Higher Education 
studies at the University of Valencia and the London School of Economics. According to fotolateras.com, a pinhole 
photography is cooked inside a metal without lens, viewfinder and even without a shutter. The light enters through a 
tiny hole forming the image on a photosensitive paper.
In order to assess the outcomes of this activity for Marketing Research and Consumer Behavior students, both 
qualitative and quantitative approaches have been considered.  
2. Literature review 
The cognitive theory argues that the will to reach specific academic objectives, that can be learning-oriented or 
goal-oriented, has a positive influence on student motivation and performance (Elliott & Dweck, 1988; Ames, 1992; 
Dupeyrat & Mariné, 2005). In particular, student motivation has been closely related with active learning 
environments  (Garcia & Pontrich, 1996, Stipek et al., 1998), participation (Martin, 2007). Motivation, in turn, has 
been linked to self-regulated learning (Young, 2005) and academic goal achievement (Wentzel, 1993; Urdan & 
Maehr, 1995; Covington, 2000; Humphrey, 2004).  
In order to create an active learning environment, Marketing lecturers in general and, in particular, Consumer 
Behaviour lecturers, have used various learning methods and activities, e.g. team projects (Lilly & Tippins, 2002), 
documented class participation (Peterson, 2001), experiential learning exercises (Gremler et al., 2000), Internet-
based projects (Siegel, 2000), case-study method (Kennedy et al., 2001) and problem-based learning (Savery, 2006).  
Regarding problem-based learning, it has been defined as an instructional approach focused on the student that 
develops the ability to carry out a research, to integrate theory and practice and to apply knowledge and skills to 
reach a viable solution to a problem (Savery, 2006). In order to effectively involve students in active learning, 
problem-based learning requires activities highly valued in the real world (Bransford et al., 2000). This method can 
be included among active and cooperative learning strategies, that use students to help each other learn (Slavin, 
1990).
3. The interuniversity bilingual project 
In 2009-2010 students taking the Marketing Research course in the University of Valencia have developed a 
survey that shows the real-life implementation of a research on. A pinhole photographyF†F exhibition is proposed as a 
source of inspiration for the Marketing Research course. Specifically, the students have undertaken a quantitative 
research to select 23 out of 53 black-and-white pinhole pictures by fotolateras.com to be shown in an exhibition at 
the London School of Economics in February 2010. fotolateras.com and their collection Tinned Cities/Ciudades 
Enlatadas  will bring a different narrative of the urban spaces to LSE. Witnesses of a society which watch 
everything but does not look, fotolateras.com wander the urban landscapes as baudelarian flaneurs “cooking” new 
images in their tins where past and present mixed in a singular manner. fotolateras.com remember us that cities can 
still be lived and experimented as romantic and mysterious landscapes.
The aims of this project are linked to the basic principles, competences and skills of the University of Valencia 
strategic plan and the Bologna principles. Among them: cooperation, exchange, languages, culture, new 
technologies, critical thought, etc. Focused on the UV students, the project aims  
x To understand the role of marketing research on consumer behaviour in an organisation and in the society, 
and specifically in the arts context. 
x To develop individual and team working abilities, to improve communicational skill, and to learn to search 
and analyse different types of information resources. 
x To understand the problems or situations an organisation may face, and suggesting surveys and actions to 
start solving them.  
x To make the teaching-learning process more interesting, motivating and satisfactory. 
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x To make students more aware of disciplines different to business, management and marketing.
In order to achieve these aims, in the course Marketing Research at the University of Valencia starting in 
September 2009, students have carried out a market research in order to select, among a large number of pinhole 
photographs by fotolateras.com, the most-liked 23 photographs to be shown in a public exhibition at LSE.
Qualitative and quantitative techniques have been developed to measure the level of attractiveness of the pictures. 
Qualitative research has been supported on the use of the databases of the Virtual Library of the University of 
Valencia. Students had to use secondary sources of information to assess the potential success of the pinhole 
exhibition, according to the figures about museums and exhibition attendance in United Kingdom and Spain, as well 
as camera sales and possession in both countries. 
Regarding the quantitative research, the research population, i.e interviewees, are potential visitors of an art 
exhibition in a university campus: i.e. students, administrative personnel and academics in the University of 
Valencia. Survey data were collected in the 9th December and analyzed through the Statistical software SPSS on 14th
January 2010. The 23 photos with the highest scores in the research have been selected and sent to the London 
School of Economics to prepare the exhibition that was finally inaugurated on 16th February. 
Once the course finished, students have filled in a questionnaire about their motivation and satisfaction with this 
activity. According to the results of this survey as well as the assessment of the quality of the reports submitted by 
the students and their final grades, we extract a set of conclusions and implications for further Consumer Behavior 
courses.
4. Assessment of the problem-based learning activity 
In order to evaluate the results of the problem-based learning activity, we have considered the quality of the tasks 
developed by the students during the course, as well as the feedback received from students through a questionnaire 
filled in the last day of the course.  
The items of the questionnaire have been adapted from Hazari et al. (2009) and proposed by the authors in order 
to assess student motivation, group interaction, and use of technology and the suitability of problem-based learning. 
All items are measured through a 5-point Likert scale. An open question to obtain qualitative feedback from students 
is added at the end of the questionnaire. 
Regarding the results for the items of the questionnaire, the 5 items used for each factor have been grouped to 
calculate their average. Results are shown in Table 1. 
UTable 1. Students’ assessment of the pinhole activity 
Factor Mean St. dev. 
Technology 3.48 0.557 
Motivation 3.71 0.491 
Group Interaction 3.13 0.435 
Learning/Pedagogy 3.60 0.493 
In general, the results obtained provide evidence in the sense that our problem-based activity is positively 
evaluated by students, since all scores are higher than the mid-point of the scale (i.e. 3). The lowest value is for 
group interaction, while the highest is for motivation. Thus, regarding group interaction, although several tasks were 
to be developed in teams, it seems as if team members divided tasks and worked individually. This finding has 
relevant implications for task definition.  
Furthermore, the high average scores for student motivation and the contribution of this activity to the teaching-
learning process are encouraging. Therefore, the fact of conducting a real consumer research from the beginning to 
the end seems to have encouraged students to follow actively the course and to complete the different tasks, 
contributing positively to the assessment of their learning in this subject. 
Last, the average score for the Technology factor supports the difficulties experienced by some students with the 
technological tools used during the course, i.e. databases of the Virtual Library of the University of Valencia and 
SPSS software. Notwithstanding, the high value of the standard deviation for this factor reflects the high variability 
of the assessments expressed by students regarding this issue. 
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Additionally, the questionnaire includes an open question -“Any additional comments? (such as what you liked 
MOST/LEAST about the Pinhole exhibition marketing research)”- inviting students to provide qualitative feedback 
about their experience in this problem-based activity. Results for this qualitative assessment are shown in Table 2. 
UTable 2. Students qualitative assessment of the pinhole activity 
Type of feedback Number of students %
Positive 7 12.5% 
Positive & negative 1 1.8% 
Negative 4 7.1% 
None 45 78.6% 
Although this was the last question and was not so quick to answer as the preceding scale questions, nearly a 
quarter of students developed their impressions about this activity. In particular, most of students who responded to 
this question provided thankful and supporting comments, encouraging the lecturers to repeat this type of activity in 
further courses. On the contrary, all negative comments were focused on complaints about the difficulties 
experienced with the use of SPSS software and the speed of computer processing. In fact, these comments were 
reflecting the problems experienced with computers in some sessions due to a failure in the UV network. 
Additionally, some students suggested the convenience of including an additional session to get familiar with the 
SPSS software before developing the required task and, thus, we shall consider this idea for further courses. 
5. Conclusion 
According to the students assessment, we consider problem-based learning approach as appropriate to enable 
Consumer Behavior students to achieve course objectives in a more efficient way in comparison with traditional 
methods. Following the evidence obtained for the UV Marketing Research course, we consider that this project has 
involved positive effects on students’ motivation and involvement. In particular, we have obtained results supporting 
that, even if there is a low extrinsic reward for the student because of his/her participation, he/she becomes actively 
implicated in the activities proposed. This result leads us to conclude the importance of the design of attractive 
teaching-learning activities that may stimulate student’s participation therefore contributing to improve his/her final 
results.  
All in all, the results obtained for the students of University of Valencia seem to support the positive influence of 
this interdisciplinary activity in the students’ performance and the use of learning methods that facilitate active and 
cooperative learning through problem-based activities. Both the qualitative and quantitative results seem to confirm 
the positive contribution of this interdisciplinary problem-based learning activity to the teaching-learning process 
and, in the line of the previous literature, the convenience of the use of this method in Higher Education classrooms. 
Nevertheless, this evidence is not conclusive, since this experience should be replicated in other courses to 
guarantee its validity. Results only refer to UV students. The assessment of the LSE students should be also taken 
into consideration in order to obtain an overall assessment of this interuniversity activity. Additionally, data 
triangulation may have provided illustrating results and therefore, we consider them as further research avenues. 
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